



















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































(3)Establishmentofa wholly owned sales
subsidiary:YokdgawaElectric,Amada,Honda,
01ympus,Komatsu
Unlikerepresentativeoficesoroverseasbranchesof
companies,thelocalcorporations血atYokogawaElectric,
Amada,Honda,OlympusandKomatsuestablishedin
Russiaareincorporatedinthatcountry,Sotheycancary
outalactivities.Theirestablishmentorsalessubsidiaries
inRussiacanbeviewedastheconstructionofacompany-
wideverticalmarketingsystem.Thisisbecausethehead
office'Swishescanbereflectedinthelocalcorporation
directlyandrapidly,andbedevelopedintoful-scale
marketingactivities.WithregardtotheRussianmarketing
channelpoliciesofYokogawaElectric,Amada,Komatsu
andHonda,inadditiontodirectchannelsselinggoodsto
theend-user,ltSeemstheyalsousedistributionagents.
Thisisbecausetheyar占developlngthemarketuslng
multiplemarketingchannelsinordertoreducetransaction
costsarisingfromspeciTICCharacteristicsofthecommodity
OrreglOn･
(4)Establishmentofanoffshoresalessubsidiary:
MatsushitaElectricInd.ustriaJ,Canon
BothMatsushitaElectricIndustrialandCanonhave
establishedsalessubsidiariesinFinland,whilealsoseting
uprepresentativeofficesofthosesubsidiariesinMoscow.
ItispossibleforlocalcprPOrationstoconductsales
activitiesinRussia,butRussianlawsgoverningthe
operations､ofsuchcorporationsaremoreonerousthan
thosegovemlngrepresentativeofices,includinglawsand
regulationsrelatingtothesetlementoraccounts,cash
transfersandtaxpayments.Fearingthattheywouldbeleft
opentoproblemsanslngfromthecreationofnewsystems
ortheactualimplementationofrulesbytheRussian
government,bothcompaniesavoidedestablishing
companiesincorporatedinRussia.Wereitnotfわrthe
existenceofanunomcial"grey"customssystem,both
companieswouldapparentlyhaveestablishedsales
subsidiariesinRussiaandbuiltaverticalmarketingsystem.
TakinglntOCOnSiderationRussia'sgreycustomssystem,
theconstmctionofaverticalmarketingsystemthroughthe
establishmentofanoffshoresalessubsidiarycouldbe
describedasaRussian-Stylemarketingchannelstrategy.
Conclusion
ll MostJapanesecompaniesseeRussiaasanextremely
atractivemarket,inte-Sofitsscaleandpotentialfわr
growth.However,therearemanyrisksinemerglng
markets.Consequently,theyhaveinitialylearned
abouttheRussianmarketandgatheredinfわrmation
afterenterlngitbymeansofmethodsthatdonot
requlretheinvestmentofagreatdealofresources,
such asestablishing representativeoffices,
undertakingindirectexportsviaatradingcompanyor
selingproductsthroughlocaldistributionagents.
2. AsaresultofRussia'srecenteconomicgrowth,
Japanesecompanies'exportstrategyvis-a-VisRussia
hasshiftedtowardstheestablishmentorlocal
subsidiaries,whichrequlretheinvestmentoflarge
quantitieS/Orresources･Thistakesthefbm orcapital
investmentinexportchannelstoRussia.The
establishmentofsalessubsidiariesbyJapanese
companiescanbeviewedasthebeginnlnglneameSt
ofdirectmarketingofexportstoRussia.Capital
investmentinexportchamelsisinvestmentinRussia,
involvingtheexportofcapital,andisdistinctfrom
mereexportsorgoods.Theexportmarketingbeing
developedhereisonefbm ofglobalmarketing.
3. Wh enJapanesecompaniesestablishsalessubsidiaries
inRussla,theyoftenopttosetupwholyowned
subsidiariesorsplittheequitycontributionfi氏y-fiRy
withatiadingcompany.
4. Japanesecompaniesaremakinganactivecom itment
totheRussianmarket.Theyarebearingthemajority
oftherisksinvolvedinsetingupawholyowned
subsidiary,undertakingdirectexportmarketing,and
trylngtObuildaverticalmarketingsystemfわrthe
Russianmarket.
5. Whethermarketingconsumergoodsorindustrial
goods,relationshipmarketing(marketingefforts
involvingvariouspersonalizedservices,theprovision
ofadditionalservices,andcuslomlZlngtheservicesa
companyofTerstotheneedsofaparticularbuyer)is
important.Inordertoachievethis,ltisnecessaryto
ensurethatthesalesseⅣicecenterisdirectlyoperated
bythecompany.IfthecompanylStOundertake
exportstoRussiaineamest,itisultimatelypreferable
fTorittoestablishitsownsalessubsidiary,ratherthan
leavlngSalestobehandledbyadistributionagent.
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